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Reasons to Give — & Receive 


Barbara Fox discovers how Princeton 
area companies handle the question o 
who gets what from whom, page 5. 


Richard D. Smith reports on countries 
where it is just as bad to refuse a gift 
as it is to forget to give one, page 13. 


Givers: Clockwise from above are David Tan- 
ner of American Cyanamid; Jocelyn Williams 
of PA Consulting; Alessandra Mazzucato and 
Bonnie Veitz of Stark & Stark; and Church & 
Dwight's Judy Goldberg. 
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Buy now, grow 
The Fitness Force has your growth in 
mind. We'll help you select the best 
equipment for your needs now. Then we'll 
show you what to add on as your 
company grows. 


pouy' x? 


YOUR COMPANY'S 
FITNESS CENTER 


The innovative way to build better Employee 
Productivity and Relieve Tension 


Fit for the job 
A fit employee is an asset for any 
business. Show your employees you 
care about them. Help them stay fit 
and they'll help you. 


Your complete source 

The Fitness Force is the only source 
you'll ever need from design through 
installation - to service after the sale. No 
matter what the size of your company, 
the Fitness Force professionals will help 
you choose the best exercise equipment 
to meet your particular needs. 


Only high quality equipment 
The Fitness Force sells only high 
quality, long-lasting equipment. We test 
everything we sell to be sure it meets 
our high standards. That way you can 
be assured of what you get. 


tia 


later Free installation & delivery 

Service is just a phone The Fitness Force will deliver and install 

call away your equipment. Free. That way you 
can be sure that your equipment is set 


If you have a question or problem with scandal 
your fitness equipment, call us. The p ing properly. 


Fitness Force professionals will help you 
promptly and professionally. 


Your complete home fitness center 


PRINCETON SHOPPING CENTER Mon.-Sat. 10-6 Thurs. 10-8 
No. Harrison St. Princeton, NJ 609-683-0494. 
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Gift Baskets! 


for all occasions — 
Holiday Gift Giving 
Retirement 
Housewarming 


sma Cranbury Food 


any special moment 
or achievement! 


Custom Baskets from $5 to $500 Sa mple [ 


Judy Phelps, our “Basket Lady” 
can make a basket to suit any 


person or group of people. Give A GRE AT PLA CE 


her a call and let her solve all 


your gift giving anxieties. TO SHOP! 


Each of these baskets are 
available beginning at $50 
including tax, delivery or 
shipping anywhere in the US. | 


The Rewards of Planning Ahead: 
10% Discount on all Basket orders 
over $100 placed before November 1. 
5% Discount on all Basket orders 
over $100 placed before December 1. 
ae a ee 


Cranbury Lover's Basket 

As unique as Cranbury itself! 
Cranbury tea, our famous cranbury 
nut bread, collectible mug depicting 
Cranbury's historic sites and other 


sweet & savory Cranburyish treats. 


Breakfast Basket 

Country Breakfast in a cozy basket: 
gourmet Hot Chocolate, pancake 
mix, real maple syrup, coffee, tea, 
and more will warm up anyone's 
morning. 


Tea Fancier's Basket 
Popular with the secretaries we 
know...Fine English teas and short- 
bread with jam and honey to 
sweeten up an afternoon break. 
Charming mug included. 


Coffee Lover's Basket 

For the Boss who has everything! 
A sampler of fresh roasted coffees 
(decaf or regular), mug and assorted 
treats. 


“We Always Deliver a Great Lunch, 
So Why Not Call Us For Your 


Chocolate Lover's Basket Holiday Parties and Gift Giving?” 


Cookies, candies, truffles, luscious 


Other Gift Ideas: 
chocolate goodies of all sorts. Corporate Gi s 


Lunch Certificate 
packaged in a Cranbury Food 


Gourmet Goodie Basket Sampler Mug, $10/person. 


Imported jams, sweets, chocolates, 


salad dressings, mustards, cheese & Make Your Own Sundae 
crackers or fresh baked goodies, office dessert buffet from 
circumstances permitting. $5/person (min 10 people). 


Instant Christmas: Fully deco- 
: s rated Ginger Bread house, candy 
Want to add a lasting gift? canes, chocolate balls and plum 


The Cubbyhole is always full of pudding in a wicker sleigh. $20. 
wonderful ideas— sterling jewelry, | 
notecards, cotton afghans, 


bears, bears, & more bears. 39 North Main Street, Cranbury, NJ 08512 


Call Eileen Hicks about our 


Corporate Gift and Card Service: 609-395-55 7§ 
609-395-6799 Dependable Local Delivery and Shipping Anywhere 
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Promotional 


& ASSOCIATES 


609-395-5496 « 28 Engelhard Drive, Cranbury NJ 08512 
Joyce R Spiegel and Betty Paul Ivins, Account Executives 


Consultants 


Complete Corporate Gift Services Including Employee Service Awards, Safety Programs, Premiums, Advertising Specialties. 
Warehousing Fulfillment, Coupon Redemption and Gift Wrapping all in one location . 


Great Selection! 
Great Price! 


Daypacks 


20% OFF 


Offer expires 9/26/90 


Princeton Forrestal Village 
Princeton, NJ 
(609)520-9899 


Blue Ri 


Formerly 
The Nickel 


Dedicated to the the Classics... Quality, Service, Adventure! 


ALL BIRKENSTOCK® SANDALS 
10% - 30% OFF 
‘THROUGH ane 


Your Feet Never 
Felt This Good 


Unless you walk barefoot in the grass a lot, 
you may find it hard to imagine life in our 
shoes. Birkenstock sandals and shoes cup, 
cushion and comfort every inch of your 
foot, with gentle support for your arches 
and room to stretch your toes. You owe it to 
your feet to try them. Birkenstock. If you 
knew what they felt like, you'd be wearing 
them now. 


_ Birknsiock- 


Princeton Forrestal Village 
Princeton, NJ 08540 * (609)520-9899 


formerly THE NICKEL PHONE AND MAIL ORDERS ACCEPTED 


Dedicated to the Classics.. Quality, Service, Adventusel at 
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Gifts for All Reasons, But Always with Feeling 


iving presents to employees and customers — 
whether for holidays, anniversaries or special achievements 
—1s big business. It’s big even in times of lean budgets, when 
personal recognition can help to make up for paycheck 
dollars. It’s big even when companies are concemed about 
appearances of propriety and impartiality — that’s when 
“token gifts” become extremely valuable. 

And it’s big even when companies say they absolutely 
don’t give gifts or do not permit their people to accept gifts 
of any kind. That’s when dining and entertainment and cor- 
porate-sponsored events and outings become important. The 
fact is that, when examined closely, most all companies spend 
some fraction of their resources on gifts. All agree: Whether 
the presentation is to an employee or to a client, whether it’s 
a tangible object or an expression of appreciation, the actual 
presentation — the wrapping and the ceremonial flourishes 
— count as much or more than the dollar value. 

Spectacular presentation need not call for a trumpet fan- 
fare; it can simply be a matter of spectacular timing. A 
Princeton-based investment brokerage, for example, stocks 
its closets with expensive books on various hobbies, and 
when the broker discovers a new client’s particular interest, 
he or she is ready with the perfect title. 

Whether it is the gifts we give or the gifts we get, none of 
us can successfully feign disinterest in the subject. Employ- 
ees and clients do care about what they receive, and the 
employer’s gift giving team does worry about the selections 
they make. What are company guidelines? 

They vary wildly, but in general price is less important than 
the feeling conveyed. “You have to feel great about yourself 
when you give it, you have to love to receive it, and you have 
to look good for what you did,” says Gloria Teti, corporate 
gift consultant for Golden Triangle at Forrestal Village. “If 1 
haven’t made you look good and feel good then I’ve missed 
the boat.” 

Even in tough times, if an employer has embarked on an 
employee reward program, it might be risky to quit. “If it’s 


Ne ee 


Caps to Clocks: At Church & Dwight, Judy 
Goldberg finds a purpose for a funky cap, 
as well as for an elegant clock from LaVake. 


smaller, they will understand,” says Joanne Hinton of LaVake 
Jewelers. “To take it away completely, there can be some 
disappointment on the part of employees who didn’t really 
do anything to deserve not getting it.” 

These days, the employee really likes to have some choice 
in the matter — or to feel as if something has been especially 
chosen to match his or her needs. Instead of one standard 
anniversary present, the employee can choose something 
special for a catalog. Or, for a recognition gift, the boss picks 
out something special. 

“People want things that are unique,” says Teti, “that look 
like an effort was put into the decision to buy.” 

“Tt does take a lot of time,” says American Cyanamid’s 
employee relations director, David C. Tanner, “but I think it 
pays off, versus saying “There is an extra $100 in your check 
this week.’ The employee realizes, ‘He knows something 
about me; I might not have gone out and spent this money on 
myself.’ It is not necessarily the cost but the recognition that 
you are addressing them as the individuals.” 

The crucial time for holiday gift purchases and decisions 
about year-end awards and recognition is now. The suppliers 
have full stocks, and now is when there is sufficient time to 
do take care of any engraving. Herewith a small sampling of 
how some companies do their gift buying. and their stories. 


by Barbara Fox 


American Cyanamid 


s 

De whole employee relations field has changed,” says 
Tanner, employee relations director of the 700-employee 
agricultural research division of American Cyanamid on 
Quakerbridge Road. “It’s not what you give but that you are 
recognizing the effort, and if you can make that personal in 
some way. For one person — who maybe has put in a lot of 
overtime — you might say, ‘I want you and your wife and 
family to go out and have a really nice dinner on the com- 
pany.’ That reflects nicely on him in front of his family, and 
you are addressing not just his needs but theirs. For an avid 
fisherman, you might give a fishing trip.” 

The cost of such personalized giving may be more or may 
be less than the standard way, says Tanner, but the difference 
is insignificant when compared to how much it will mean. 
“For one person it might be something that costs $500 and 
for another $250, but the $250 gift is going to mean just as 
much or more to that employee as the $500.” 

“For someone just scraping by, maybe the best thing you 
can do for them is a give acheck. For another, maybe an extra 
week’s vacation. What does a week’s vacation cost the com- 
pany? You’ve got to look not at what the cost is, but of what 
the value is to the employee.” 

Who decides on the appreciation gift? Cyanamid’s man- 
agement policy is to put decision making responsibility on 
the lowest level possible. A department head might consult 
with co-workers or the spouse, who are thus empowered by 
their contribution. The money comes from the department’s 
budget and does not require any other approval. 

For standard anniversary presents, employee choice is 
important, and so is the actual presentation, says Tanner. On 
their five-year anniversaries, employees can choose a gift 
from a catalog prepared by Josten, one of several national 
premium suppliers. 

“Something fancy is made of the presentation, held in the 
company cafeteria. The director makes the presentation, and 
they get their picture taken and we put that up on the bulletin 
board.” 


Continued on following page 


GRAVES 


DESIGN 


LEATHER GOODS COLLECTION 


Exceptional diaries, journals and address books designed by world-renowned architect, Michael Graves make prestigious gifts for special clients, consultants 
and employees. Be among the first to preview this special collection at the US 1 Corporate Gift Showcase on Tuesday, September 18 from 5 to 8pm at Charac- 
ters Restaurant in the Princeton Forrestal Village. If you are unable to attend the Showcase and wish to obtain information on the Graves Design Leather 


Goods Collection, please call Linda Kinsey at (609) 924-6409. Retail buyers are also encouraged to call. 
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On secretary’s day, the secretarial 
staff gets flowers from the com- 
pany and some departments make 
their own plans to. Secretarial and 
administrative staff people are 
nominated for formal awards under 
a wide variety of categories; win- 
ners are named on a plaque and 
invited to a special luncheon. 

Tanner, a five-year Cyanamid 
veteran, majored in sociology at 
Bishop’s University in Quebec and 
has done consulting work for Ca- 
nadian automotive company 
Kelsey-Hayes. He has his own gift- 
receiving story to tell. “On my 40th 
birthday, my staff surprised me 
with a party where they had, among 
other things, a singing telegram 
with a tune about me and my time 
here. It gets back to the fact that — 
it’s not what they did, but that they 
cared. 


Lawrenceville Nursing 


Ba among employers — at 
least among health care employers 
— Frank Charles Puzio, owner and 
administrator of the Lawrenceville 
Nursing Home, gives poultry at 
Thanksgiving, and has been doing 
so for 20 years. 

If giving turkeys seems paternal- 
istic, then call it by another name 
— taking care of employee needs. 
“We find that — as everyone does 
— many have family problems and 
this brings their families together, 
so they can have a meal and all be 
together in one place on the same 
day. They seem to appreciate it.” 

One of the reasons turkeys are 
infrequent guests at company par- 
ties is, simply, logistics. If you are 
not a nursing home or restaurant, it 
would be impossible. But at 
Lawrenceville, the food service de- 
partment simply adds 100 turkeys 
to its 20-turkey Christmas order. 


Talk to our creative corporate staff 
to come up with the perfect 
expression of your appreciation to 
employees and clients alike. 


Corporate Trappings: 
Jocelyn Williams poses 
with some of the items 
proclaiming PA 
Consulting's identity; 
Glona Teti of Golden 
Triangle says she aims 
to make corporate giv- 
ers look good and feel 
good. A big seller this 
year: a $475 replica of 
a 100-year-old Parker 
pen and pencil set. 


“They’re very heavy, and when 
you order 100 14-pound turkeys 
you need a lot of room in the 
freezer.” 

Puzio majored in psychology at 
Lehigh and earned a master’s de- 
gree at Fordham. Built by his father 
21 years ago, the 100-bed facility 
is privately operated and does not 
belong to a chain. 

For service awards, Puzio uses 
Amway’s catalog program with 
books for different levels, so the 
employee can choose any of the 
gifts in the book. 


A-1 Limousine 


“Major corporations prohibit the 
giving of gifts, and we prefer to 
keep our customers strictly on the 
basis of the quality of work we do,” 
says Jerry Necamp, A-1l 
Limousine’s sales director. But for 
its own people, A-1 has found that 
a lottery-style gift giving can put 
adrenaline into a modest budget. 


Gifts with Spirit 


For all your gift giving needs 


Princeton 


LaVake Corporate Gifts 


At A-1 Limousine’s holiday 
party, held on the Saturday before 
or after Christmas, employees get 
free raffle tickets. “The several 
hundred prizes, range from color 
TVs, VCRs, and microwave ovens 
all the way down to small token 
gifts,” says Necamp. “Owners Mi- 
chael and Marilyn Starr choose all 
the gifts — it is their pleasure.” 

“Last year we ordered the large- 
sized gray umbrellas and everyone 
who attended was given an um- 
brella as a useful tool to use while 
working or off. We did put the A-1 
Limousine name on it.” 

The party itself is held in the 
limo company’s large garage on the 
Saturday afternoon before or just 
after Christmas. “During the holi- 
days our business is low; the corpo- 
rate executives who travel all year 
want to be at home with their fam- 
ilies.” Santa Claus comes, pictures 
are taken, and the following week 
the drivers on duty can lunch on the 
leftovers. 


Lenox 


The 101-year old 4,000-em- 
ployee Lenox, with its headquar- 
ters on Princeton Pike, makes 
many of the products that are used 
by other companies as service 
awards. The division that specific- 
ally dealt with service awards, 
Lenox Awards, was sold to Josten, 
the premium company, in Febru- 
ary. Though Lenox has a policy of 
not speaking with the press, a rep- 
resentative did say that it for ser- 
vice awards employees can choose 
from a selection that includes prod- 
ucts from Lenox or its parent com- 
pany, Brown Forman. 

For instance, five-year employ- 
ees can choose from a China 
Brittany bowl, a Crystal Tall Wind- 
swept Vase, or a Hartmann Leather 
Agenda book). Other five-year 
items include a wall barometer 
combination, a sport knife, a man’s 
sterling I.D. bracelet, and three 
14K items of gold jewelry. 


Palmer Square, 54 Nassau Street 609-924-0624 
Forrestal Village, 122 Village Blvd. 609-520-0755 


¢ CRYSTAL 

¢ CUSTOM CHOCOLATES 
¢ DESK ACCESSORIES 

e JEWELRY 

¢ PLAQUES & AWARDS 
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After 25 years an employee can 
choose five-piece place settings of 
china or crystal, the number of 
place setting ranging from six to 12 
depending on the pattern. A three- 
piece Hartmann travel ensemble is 
among the other selections. 


Church & Dwight 


J udy Goldberg, benefits su- 
pervisor at the Thanet Circle head- 
quarters of the firm that makes Arm 
& Hammer products, orders a 
year’s worth of gifts at a time from 
LaVake, “to say thank you for their 
loyalty.” The gifts are shipped di- 
rectly to the manufacturing plants, 
each of which holds an annual din- 
ner for employees with five or more 
years seniority, on the five year an- 
niversaries. For the past two years, 
the Princeton dinner for 300 head- 
quarters employees has been at the 
Marriott. 

Five-year employees can choose 
from a key ring, a 14-carat gold tie 
tack, a gold stick pin, a sterling belt 
buckle, an engraved Seiko clock — 
or, what many of the factory work- 
ers prefer, a Gerber knife in a 
leather sheath. Those with 25 years 
seniority — and there will be 80 
this year — might choose an Atmo 
clock, a Baccarat vase or candela- 


bra, a Movado watch, a silverplated 
tea service, or a crystal decanter 
and glass set. 


Stark & Stark 


“We usually don’t give gifts to 
clients at Christmas time,” says Al- 
essandra Mazzucato, director of 
practice development. “Instead we 
make a substantial donation to a 
New J ersey charity on behalf of all 
our clients.” That doesn’t eliminate 
all gift-giving, however. 

On a staff level, Stark & Stark’s 
Bonnie Veitz chooses presents for 
secretaries on Secretaries’ Day, and 
for legal assistants on another day. 
The attorneys receive a bonus at 
Christmas, and everyone receives a 
flower on their birthdays. 

As for client presents during the 
year, “It is difficult to be fair. We 
send flowers to clients who, for in- 
stance, might be sick in the hospital 
if they are special friends of the 
firm.” 

In another category are the sou- 
venirs the law firm provides for 
tennis or golf outings. With her 
committee (consisting of the de- 
partment heads, the administrator, 
the managing partner, her assistant, 
and her secretary), Mazzucato 
picks ihe items from an Ogden As- 
sociates catalog. 


r 


PIC RE TS 


Se 


Memorable Gifts for 
Clients, Family & Friends. 


Choice Seating for 
Broadway, Concerts, 


= Opera & Sports. 
= Entertainment, Inc! 


if 


Call 
609/799-7077 


Recognition: Mazz- 
ucato, left, and Veitz 
hope that clients re- 
member the source 
of their mementos; 
Cyanamid’s Dave 
Tanner hopes em- 
ployees appreciate 
the company’s ges- 
tures. VP Robert Bec- 
ker is in the back- 
ground, leading an 
award presentation 
ceremony. 


SS 


U. S. 1M Business Directory 1990 


The only comprehensive resource, including contact, phone, 
fax, hele pc description, location and number of employees. 


Last year the gift of choice, im- 
printed with the Stark & Stark 
name, was a sweat towel. This year 
it was water bottles for the tennis 
outings and a book of rules for the 
golf outings. 


Hillier Architects 


Hillier architects fall in the “we 
don’t have a policy” category. “It 
depends completely on the client,” 
says Katharine Jacoby, director of 
marketing operations of the 250- 
employee facility at Alexander 
Park. Marci Owenn, senior associ- 
ate, frequently coordinates and im- 
plements decisions regarding gifts 
to clients, often a framed photo- 
graph of a finished project, or a 
picture of something unusual that 
happened during construction. 

“We get a lot of letters letting us 
know in advance that gifts are not 
welcome,” says Lois Gilkeson, 
vice president of administration. 
“We tell employees not to accept 
any significant gifts, and if some- 
one receives fruit or candy it is 
often put out in common areas for 
everyone to enjoy.” 

Gilkeson buys birthday gifts for 
employees, multiple cases of wine 
from Ellsworth’s. Every employee 
receives a birthday bottle of wine 
and a note from Bob Hillier. 


“What’s significant is the personal 
note, that he does know each em- 
ployee,” says Gilkeson. 


Graves Architects 


Mi, ichael Graves’s gift giving 
policies reflect that, in addition to 
his architectural work, he is also an 
artist and a product designer. The 
gifts also say that, although he has 
a staff of 90, he runs his firm in a 
personal way. 

“He takes gift giving quite seri- 
ously,” says assistant Linda Kinsey. 
His client list for Christmas pres- 
ents, including all the people asso- 
ciated with 40 current architectural 
projects and 30 product projects, 
numbers about 200. 

“The Michael Eisners of the 
world,” says Kinsey, referring to 
the head of Walt Disney who is 
commissioning hotels from 
Graves, “may get the sterling silver 
candy dish, while others may get a 
little silk screen print.” The print is 
chosen, every year, to add to a gift 
repertory that always includes the 
famous Graves teapot and now in- 
Cludes the brand-new leather goods 
line, diaries and office accessories. 
They will retail at stores such as 
Barney’s and Nieman Marcus for 
prices of $30 to $100. 


- Whenever possible, company 
gatherings are held at Graves’s Pat- 
ton Avenue home, two blocks from 
his office at Harrison and Nassau. 
“The young architects love to see 
his house; it is a project that is al- 
ways changing, and he is aware of 
that.” 

What with everyone’s spouses 
and significant others, and inviting 
“alumni architects” and former em- 
ployees, Christmas parties have 
outgrown Graves’s own Patton 
Street home. Last year everyone 
came to his house for cocktails, 
then walked to a Princeton Univer- 
sity eating club, the Cloister Inn, 
for dinner and dancing. An annual 
picnic is usually held in his back- 
yard as well. 

“For his employees, he generally 
produces a lithograph which he 
signs and it becomes very valuable. 
Those of us who have been here a 
long time have a growing art col- 
lections,” says Kinsey. 


Hyatt Regency 


At an annual awards banquet in 
February, employees receive ser- 
vice awards, says Ann Fisher, di- 
rector of personnel. “After two 


Continued on following page 


The Corporate 
Baby Shower 


| Individual presents to Full Catered Showers 
( - —— our oad Gift aoe A 


“609. 921- 1616 


Princeton Shoppe Conte 


Send $5.95 to: Call about Mailing Lists N forth Harrison Street Princeton, NJ 08540 
U.S. 1 Directory and Databases : 
: , 609-452-0038 — ma — 


yelliny 


370 Mapleton Road « Princeton 0854 
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years you get a small silver pin, like 
a tie pin. After five years a 10 carat 
gold pin with a Roman numeral 
five. After 10 years, a choice of 
watches. There are 15, 20, and 25 
year gifts.” 

In addition, employees compete 
to be on the “spirit team.” Every 
month managers nominate one of 
their employees, and if more than 
five are nominated, the managers 
vote. At a special reception they 
receive $25 and then Don Hender- 
son, the general manager, takes 
them on one of his “walk 
throughs,” a walk through the hotel 
where they note what is going right 
and what needs to be fixed, fol- 
lowed by lunch in the Crystal Gar- 
den. 


The Institute 


ir: like company picnics 
and softball teams, promote team 
spirit. New last year at the vener- 
able Institute for Advanced Study 
— the former academic home of 
Albert Einstein — is a T-shirt im- 
printed with its seal. “We gave 
those to members of the board of 
trustees at the spring meeting,” says 
Rachel Gray, development and 
public relations officer. 

“Tt was initiated last fall by Betsy 
Devine whose husband, Frank 
Wilczek, is a professor in the 
school of natural science. He is a 
brilliant young physicist and she a 
mathematician. She started softball 
games, got the T-shirts going, and 
is very tuned in to what makes up 
the life of acommunity,” says Gray. 


PA Consulting 


“We are an intellectual services 
and consulting firm,” says Patti 
Reali, communications manager at 
PA Consulting on Princeton-High- 
tstown Road, “and part of what we 


Ready to Ship: Ogden’s warehouse is nothing 
fancy, but he can ship at the drop of a gift. 


sell is the mind. Our business is 
proposals.” says Reali. Steve Mc- 
Grath, vice president of marketing, 
rewards a team that puts together an 
especially well done proposal with 
dinners for two at the restaurant of 
their choice. 

“When we get new employees, 
we give them a T-shirt. We’re still 
small enough that we can do that. 
It’s kind of a surprise,” says Reali. 
“The men get specially designed 
ties with the logo PA on them; they 
like to wear them when they meet 
with a client.” Other employee 
give-a-ways have included the 
giant umbrellas and tote bags. 

Nancy Adelis, human resources 
director, oversees the service 
awards, all in the “office gift” cate- 
gory: digital clocks for three years, 
a desk calculator in a wooden base 
for five years, and for 10 years, a 
leather diary with an electronic data 
base for phone numbers and ad- 
dresses. 

In addition, annual awards are 
presented in up to 10 categories: 
best of sales, best relationship with 
clients, best managed team pro- 
jects, for instance. The prizes range 
from engraved mugs to money or 
dinners for two to, as Reali sug- 
gests, “something you know your 
employee likes — such as, for two 
professional women, a day at the 
spa at Bally’s in Atlantic City.” 


IBM 


Elaine Schapker, an IBM 
spokesperson based in New York, 
searched company files for direc- 
tives on employee gift giving and, 
finding none, concluded that those 
responsible for gift giving are the 
branch managers. 

“By the time somebody gets to 
be a branch manager they know 


what’s acceptable. They would 
know if something is out of line and 
inappropriate.” What is appropri- 
ate? “To give relatively inexpen- 
sive token things in good taste.” 

As for receiving, “We do not ac- 
cept gifts from outside people un- 
less it is very routine and that is 
very strong in the culture. Gift giv- 
ing is just not encouraged on a wide 
scale and certainly not in terms of 
expensive gifts.” 


Educational Testing 


Sit things mean a lot, espe- 
cially at big companies. Tom 
Ewing, in the communications de- 
partment at ETS, prizes a company 
souvenir that is not even available 
at corporate headquarters: “I went 
down to our office in Atlanta and 
gota coffee cup with ETS on it. I’m 
the only one here with an ETS 
mug.” 

But for the most part Educational 
Testing Service has little need for 
corporate gifts and limits itself to 
plastic shopping bags, with the ETS 
logo, to be distributed at conven- 
tions, which are coordinated by 
Vince Caravella. “We don’t do the 
exorbitant stuff,” says Ewing. “We 
go for the cheap stuff.” 

One other item, says Tom 
Ewing, a pencil with computer on 
the top of it, was for “Book Whiz,” 
a library program where kids write 
stories and based on the story they 
write the computer program tells 
them what books they like to read. 

Eleanor Horn, the corporate sec- 
retary, selects gifts to trustees, 
which are generally pieces of art — 
figurines and modernistic art 
pieces. 

Five-year employees get a Cross 
pen, and employees with 10 or 15 
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years service are invited to a lun- 
cheon at the Chauncey conference 
center. Those with 20 to 45 years 
(and they total 235 this year) re- 
ceive a recognition booklet with 
their picture and their story, go toa 
banquet at the Marriott or the Hyatt, 
and receive a gift certificate with 
six to eight choices from a catalog, 
depending on length of service. 
ETS uses the gift service from 
Tiffany’s. Retirees receive an 
American Express gift certificate in 
amounts varying from $25 to $100. 


Gift Suppliers: 
A Diva’s Gestures 


H ad Gloria Teti not left opera 
at age 27 to get married, she would 
now, at 43, be at the peak of her 
career. “I sang with the New York 
City Opera at Lincoln Center; Bev- 
erly Sills is a good friend of mine, 
and so is Placido Domingo.” 

Now she uses her instinctive per- 
forming techniques in presenta- 
tions. “I’m never uncomfortable in 
front of a crowd of people or in 
front of one executive,” says Teti, 
admitting that, yes, she does ges- 
ture like a diva. 

Teti says she has no regrets about 
her switch from music to marriage 
and business. After graduating 
from Marymount College with a 
degree in voice, under the stage 
name of Gloria Jennings she sang 
solos in the Easter show at Radio 
City Music Hall. 

She met her future husband Joe 
in 1972 and began working at the 
family art supply business that year. 
The 51-year-old business has 120 
employees in 13 locations. Gloria’s 
husband became president and 
CEO in 1981. His sister Kathleen 
Mule is secretary treasurer and 
brother Edward works in the office. 
Carolyn Mule, Kathleen’s daugh- 
ter, is in charge of the Golden Tri- 
angle store at Forrestal Village. 

Teti has three children, ages 10, 
12, and 13, and being a mom has 
helped her to develop a sixth sense. 
“They are at an age where I need to 
listen a lot, to discover what they 
think would be terrific to have.” A 
real Phillies jacket, for instance, 
was something her oldest boy des- 
perately wanted but didn’t know to 
ask for. “You just have to talk and 
get them to verbalize.” 

The same goes with some 
customers. “Many times what's 
being said is only the tip of the 
iceberg. I ask ‘past event’ ques- 
tions, such as who ultimately 
makes the decision and how they. 
feel about this, Often it turns out I 
am not talking to the decision 
maker. You start talking about 
leather goods and then you find out 
that the guy who is making the de- 
cision hates leather goods and likes 
crystal.” 

Hot gifts now: A picture frame 
with a photo album built into the 
back, for $25-35. “You take a pic- 


ture of the retiree, and assign some- 
one to get some’ pertinent photos. 
There’s something about photo- 
graphs and memories that no dollar 
is too precious for that.” 

“My clients appreciate when | 
show them equals and teach them 
about price points. If you can teach 
your clients to stock, to buy two 
dozen of one item, the price point 
for quantity is going to be signifi- 
cant.” 


Expediting Choices 


Florence Londoner, director of 
corporate sales at Hamilton Jewel- 
ers, has turned from airlines to gift 
lines. A Trenton State graduate and 
former partner at Revere Travel, 
she also worked for a New York 
agency and for seven years had per- 
sonal charge for all travel bookings 
for many celebrities, including 
Bertolt Brecht’s widow — and 
John Lennon and Yoko Ono. 2 

“The whole thing is knowing 
who to get through to on the phone 
and how to expedite it. I’m a master 
of it.” 

“When something is out of your 
hands, it is out of your control. 
Once a celebrity had boarded the 
plane I had to depend on people that 
I know. I could never depend on a 
secretary. I always had to call over- 
seas and get through to the general 
manager, say, “They want no press 
and I hold you responsible.’ Or to 
the airline, that “This is really who 
it is and I hold you responsible.’ ” 


That pressure-cooker experience 
has helped her to build up the cor- 
porate department of Hamilton 
Jewelers, which has stores in Law- 
rence and on Nassau Street. “If you 
can’t go into a CEO’s office, 
quickly size up what is hanging on. 
his walls and what is on his desk 
and use that knowledge in three 
minutes time, you'll be out of 
luck.” 

“T am not a premium house, I am 
a quality merchandiser. But if 
somebody asked me to find an item 
under $15 I do find that item. The 
extra they are paying is my deliv- 
ery, my gift wrapping, my extra 
attention — going to the office, 
showing them samples, and exper- 
tise. I can do a brochure for them.” 

For employee anniversaries, “I 
very strongly feel there should be a 
choice of four to six items,” says 
Londoner. “For expediency’s sake, 
the companies would like to limit 
the choice to two or three things in 
each category. But my taste and 
your taste could be worlds apart.” 


Gifts by the Book 


With a handicap of six, Peter 
Ogden of Ogden Associates finds 
that contacts made by playing golf 
are truly helpful for his corporate 
gift for his sales promotional con- 
sulting firm. “You meeta lot of new 
and potential customers on the golf 
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‘course. Tee gifts and golf trophies 
and awards are 15 or 20 percent of 
our business.” 

A Rider graduate, he grew up in 
Bound Brook, the son of a state 
bank examiner. Formerly a partner 
with the advertising specialty firm 
Miramar Productions, he set up 
Ogden Associates on Engelhard 
Drive at Exit 8A next to Hann & 
DePalmer, which ships advertising 
and promotional literature all over 
the continent. 

“That gives us the latitude that 
most sales promotion companies 
don’t have. We have drop ship ca- 
pabilities, which is a tremendous 
edge for large promotions,” says 
Ogden. Working with him now are 
Joyce Spiegel, and Betty Ivins, 
both formerly with LaVake. Ivins 
has just had a baby and is working 
part-time. 

Ogden’s firm is halfway be- 
tween the major premium company 

(such as Josten’s catalog books) 
and the jewelry store. It does its 
own warehousing, drop shipping, 
and computer reports, but it also 
has a messenger service and gift 
wrapping. Sixty percent of the 
Christmas business is gift- 
wrapped. 

“The jewelry store customer is a 
shopper. They want to go feel and 
touch and have the music playing,” 
says Ogden. “The corporate custo- 
mer looks at the book.” 


Books as Gifts 


~ 

a headquarters of one 
major investment company has 
bought literally thousands of dol- 
lars of books to use for client gifts,” 
says Cover-to-Cover’s owner Bob 
Ipsen. “In effect, they keep an in- 
ventory in a number of categories: 
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Father-Daughter: Hinton helps Kind at LaVake. 


beautiful house books, gardening 
books, some history books. When 
they find out a client has a particu- 
lar interest, they pick from their 
inventory. 

“It’s a powerful thing when you 
are having a meeting with a client 
and you buzz your secretary and 
she comes in with a book on that 
client’s interest. It’s quite brilliant.” 

Senior managers will ask Ipsen 
or buyer Judy Lass to pick out five 
or 10 books over $50 that they can 
use for gifts. Such gift-worthy 
books might be on Greek style ar- 
chitecture in the United States, or 
on Victorian home interior design, 
or on gardening, outdoor perenni- 
als. 

Lass is recommending these ti- 
tles: “Wall Street Christmas,” pho- 
tos and essays by Robert Gambee, 
$50; “New Joys of Wine,” by Clif- 
ton Fadiman, $60; “Peter’s Atlas of 
the World,” $50; “America,” pho- 
tography by Jake Rajs, $50; “Civil 
War: an Illustrated History” by 
Geoffrey Ward, $50; “Amish: Art 
of the Quilt,” (the quintessential 
book for the collector) by Julie Sil- 
ber, $100; “Sacred Mountains of 
the World,” photos by Bernbaum, 
$50; “Rolling Stone: the Photo- 
graphs,” edited by Rolling Stone 
Magazine, $50. 

There is a dearth of expensive 
local interest books. Though Rob- 
ert Gambee’s picture book about 
Princeton was a big seller last year 
now, it is officially out of print this 
year. The Princeton University 
Store, says Ipsen, bought out the 
publisher’s stock. “As long as the 
customers promise to buy every 
other book in their life from us, 
we’ ll let them know where to get 
the Gambee book,” jokes Ipsen. 
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fete Hinton knows from 
family experiences in both giving 
and receiving that gift choosing is 
important. Hinton, who handles 
corporate gifts for Lavake Jewelers 
of Nassau Street and Forrestal Vil- 
lage, was an accounting major at 
Lehigh with an MBA from Temple. 
She is married to a research chemist 
in Paterson, has a 2!4-year-old 
daughter, Alison, and 1s due to have 
her second child in February. Her 
brother, actor Richard Kind, is in 
the cast of the Carol Burnett televi- 
sion show. 

Hinton also happens to be the 
daughter of Sam Kind, owner of 
LaVake’s, and the recipient — on 
important occasions — of presents 
from the store’s stock. 

Indeed, gifts are important. 
“Even if you are not spending as 
much money this year as you did 
last year or the year before — if an 
employee has always gotten a gift, 
to take it away completely, there 
can be some disappointment on the 
part of employees who didn’treally 
do anything to deserve not getting 
it. If it’s smaller, they will under- 
stand. It’s our job to find something 
in the price you want to spend,” 
Hinton says. 

She names four types of business 
gifts: office appropriate gifts (such 
as desk accessories), gifts for use in 
the home (vases, bar glasses), for 
personal use (watches, jewelry), 
and for novelty (chocolate, kalei- 
doscope). 

LaVake does in-store engraving 
on metals with logo plates. Hot 
gifts now: a brandy set in a wooden 


Customer Name: Company: 
Street Address: City: State: Zip: 
Phone Number: I-(_) Office Complex: Building # Suite #_ 
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holder tray with a brass plate and 
the company’s logo, and custom 
chocolates with a corporate logo on 
it. “It’s a very hidden secret as to 
where we get them,” says Hinton. 

For the LaVake family of em- 
ployees, numbering about 40 peo- 
ple including spouses, there is a 
family picnic and a Christmas party 
in early December. “One year we 
went to Good Time Charleys, 
where we could have our own 
room. Another year we had it at my 
father’s house and gave out crystal 
ornaments with the Lavake door on 
it.” Family picnics are often held in 
back of her dad’s house. 

Employee gifts come, of course, 
from the store. New employees re- 


ceive a mug, and five year employ- 
ees usually get watches. For 10 year 
gifts, “we tailor it to the person 
that’s receiving it. You can tell what 
they like, from what they admire in 
the store.” 

As for the gifts that she herself 
received — in addition to giving 
her a wedding that she terms “phe- 
nomenal,” her dad gave, for a wed- 
ding present, a sterling silver coffee 
service. Daughter Alison received 
the quintessential present, a ster- 
ling baby cup, plus a special tapes- 
try baby book. But her very favorite 
was the surprise baby shower, 
staged by the LaVake family of em- 
ployees. “I was really touched that 
it was so special.” * 
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the perishable ingredients! 
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Giving Abroad: Separating Gifts from Gaffes 


he Japanese will come to negotiate a $10 million 


deal,” guide and translator Niu Ching-Lu told writer Bart 
Jackson ("Business the Chinese Way," U.S. 1, May 31, 1989). 
“The corporate principal will personally present each Chi- 
nese committee member with a color television. Through the 
day the deal gets rougher, looks like it will fall through. The 
Japanese call for a lunch break. They return with a motorbike 
for each member of the committee. The deal goes through. 

“The Americans, for the same deal, send a lawyer. He 
brings just one matching pen and pencil — I have seen this 
— and gives it to the head committee man. The deal dies.” 

“Bribe!” said Jackson. 
“No,” responded Niu quietly. “Custom.” 

_ What about those gifts? Were the Japanese being opportu- 
nistic and unethical? Or were the Americans being stingy and 
culturally ignorant? In the course of international business, 
gift giving and entertainment have been linked to both cor- 
ruption and courtesy. Some companies fear their potential for 
scandal. Others embrace the opportunities for creating warm 
goodwill. 

_“The corporations that are our accounts frown on it, on 
giving or receiving,” says Holly Bech of Forster-Joyce 
Travel, 214 Carnegie Center, when asked if travelers seek her 
advice on gifts for foreign business contacts. “Especially in 
dealing with governments. There are some companies that go 
as far as being against dinners. You can’t go outside taking 
clients to lunch.” Anything else, Bech says, may be consid- 
ered a bribe. : 

““What we consider a bribe is considered good will in some 
countries,” says Win Straube, chairman of Pegasus Interna- 
tional, based in the Straube Center in Pennington. Straube 
adds that Americans need not feel they have to violate com- 
pany policy against gift giving to win friends. ““As an Amer- 
ican, it will be understood if you follow your own rules.” 

“There are very strict regulations in Britain,” reports 
Natale Bauducco of Supremia USA, 55 Princeton-Hights- 
town Road, the American branch of a London-based promo- 


Gift giving custom, or bribe? In some countries 
the dividing line can seem very thin indeed. 


tions group. “Gifts must cost no more than 50 pounds. In Italy 
it’s different, but in northern Europe it’s very strict.” 

Strict, but apparently still a thriving practice. According to 
the British publication Management Today, a dozen United 
Kingdom-based businesses now have entertainment budgets 
exceeding one million pounds a year, and the 400 to 500 
million pound UK corporate hospitality industry is the fastest 
growing business in the Western world. 

The Japanese, apparently, are gifted with fewer inhibitions 
about giving gifts than their western counterparts. “Gift 
giving is endemic in Japan,” says Steven Schlossstein, author 
of “The End of the American Century” and president of SBS 
Associates, 175 Fairway Drive. “It relates to the hierarchical 
structure of their society.” 

Two major and ancient Japanese holidays, the mid-year 
festival of O-bon in June and the New Year celebrations of 
Hatsumode, have influenced the business world. Bonuses‘are 
paid to salaried employees (direct to savings, usually) on 
these occasions and gifts are given to business contacts. 


by Richard D. Smith 


“Bottles of whiskey, neckties,” says Schlossstein. “Japanese 
companies take these times to thank customers and ask for 
their continued business.” 

Of course, as Schlossstein observes, “This is subject to 
great abuse.” He cites the Recruit & Company scandal of the 
late 1980s when large amounts of unissued stock in a subsid- 
iary were doled out prior to their official offering under the 
pretense of being courtesy gifts. An earlier scandal in the 
mid-1970s involved outright bribery by the Lockheed Cor- 
poration, then trying to land fat Japanese contracts for its 
1011 jumbo jet in competition with Boeing’s 747, and led the 
U.S. Congress to pass the Foreign Corrupt Practices Act of 
1974, 

The Japanese by no means shrugged off the scandals. On 
both occasions, the country’s prime minister was forced to 
resign, partly as a symbolic acceptance of responsibility and 
partly because staff members had benefited. 

Schlossstein lived in Japan for seven years while working 
for Morgan Guaranty. The bank had a strict corporate policy 
against accepting gifts, but it realized that refusing gifts 
during Japanese holidays would highly offend the givers. “It 
would have been a loss of face for them,” Schlossstein says, 
“and a rejection by us of a cultural practice.” 

Morgan Guaranty came up with an elegant solution, Ori- 
ental in its ingenuity. During the annual festivals, says 
Schlossstein, “we would be sent boxes of fruit, cases of liquor 
and so forth. We would contribute these items to a pool and 
have a lottery drawing. We’d have big parties for all the 
employees, most of whom were Japanese. Even the drivers 
and Telex operators were invited. We’d have games and do 
things like have singing contests, and give the gifts out as 
prizes.” 

Lawrence J. Hollander of Expoconsul International, 3 
Independence Way, organized trade shows in Japan in the late 
1970s. He says that gifts given to Japanese contacts were not 


Continued on following page 


When to Accept: When Schlossstein was in 
Japan, his firm accepted the gifts, but then 
found a way to give them back. 
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Advantages of Distinction...| 


: Our professional staff is constantly ¢ 
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| unique new items. ’; 


When you are recognizing the Ag 
acheivements of a strong producer, ce 
or acknowledging an important <> 
client, we will work personally with 
you to create and present a lasting 
impression. 


Call for a consultation, and we will 
help you choose from a remarkable 
collection of gifts, priced from as 
little as ten dollars to thousands. 


Florence Londoner 
Director, Corporate Sales 


Carol Edelman, Associate in Sales 
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significant in terms of expense. For 
example, Japanese custom duties 
on imported scotch were high, so a 
bottle of Johnny Walker brought 
from the states was always wel- 
comed. Hollander stresses thai 
such gifts were given after the 
shows closed and not before. 


As records and tapes 
were also expensive import items. 
Hollander recalls a Japanese 
businessman’s passing comment 
about his son liking a particular 
American music star. On the next 
trip, Hollander brought a record by 
the artist as a present. “The gifts I 
gave were personal and after the 
fact,” he says. “It was not the dollar 
amount but the gesture.” 

The Soviets appreciate such ges- 
tures, too, says Chris Munger of 
International Research and Ex- 
change Board (IREX), 126 Alexan- 
der Road. As a non-profit organizer 
of academic exchanges between 
the U.S. and the Eastern Bloc, 
IREX does not engage in organized 
corporate gift giving. But IREX 
staff members will sometimes pack 
small items for Soviet friends and 
colleagues. 

“Picture books on the United 
States, on art or the national parks, 
are always appreciated,” says 
Munger. “We just go to the U-Store 


before we leave.” The Soviets 


often reciprocate. She recalls a 
member of a visiting delegation 
giving a gift of a volume of Soviet 
photography. “It was absolutely 
beautiful.” 

““We’ve been going for so many 
years we always have to find some- 
thing different,” says Marion Zei- 
ger, president of Shelmar Westphal 
Enterprises, Trenton, who with her 
husband Shelley has been making 
frequent trips to the Soviet Union 
since well before glasnost. The 
company imports gifts from the 
Eastern bloc, and Shelly Zeiger has 
become well known for arranging 
American tours of Russian ballet 
and folk dance companies. 

Because the Zeigers find they 
never deal with one person alone, 
they take 30 to 36 quality gifts for 


factory officials. The gifts do not 
need to be made in America, just 
well-made and imported. In the 
past they have given Italian leather 
wallets, quartz desk clocks that tell 
the hour in various time zones, and 
some Mark Cross pens. 

The Zeigers also pack up to a 
gross of small souvenir gifts, sucis 
as colorful pens or key chains with 
a slogan in English. “Anything 
they can’t buy by themselves. 
You’re giving them something of 
America.” They also carry an as- 
sortment of gum, lifesavers, and 
cigarets. “Marlboros in the hard 
box is the real status symbol.” 

Other American visitors to the 
Soviet Union report that instant 
coffee and instant soup — minor 
items here — are greatly appreci- 
ated luxuries there. As the Soviet 
economy struggles with restructur- 
ing and shortages become more se- 
vere, gifts of food items might be 
especially valued. 


Le Americans, Scandina- 
vians have little problem inviting 
foreigners to their homes but wait 
until relationships progress before 
giving gifts, somewhat the oppo- 
site of Japanese practices. If Den- 
mark is any indication, northern 
European trends are toward kinder, 
gentler business socials and away 
from big expense account enter- 
taining. eee 

G. Morgan Jones III, president 
of the New Sweden Trade Center, 
Riverview Plaza in Trenton, notes 
that hugge (pronounced hue-gah), 
small low-key social gatherings 
over light food and wine, are pop- 
ular among Danish business per- 
sons. “They get to know each other 
on an easy social basis,” says 
Jones. “It’s a soft sell instead of a 
hard sell.” 

When gifts are given, they are 
usually special mementos of the 
host country. Ingemar Anderson, a 
Stockholm native and marketing 
manager for New Sweden Trade 
Center, reports that the Dala carved 
wood horses of central Sweden are 
popular gifts for visiting business 
contacts. 

“In my country of Denmark, a 
gift is most appropriate when 
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you're leaving, not when’ you’re 
first coming,” says Ib Vestergaard 
of Scanmark, the Princeton Junc- 
tion-based international trade con- 
sulting firm. “It’s much the same 
here in America, of course.” 

“In Northern Europe, it’s not un- 
usual to be invited to dinner at a 
business contact’s home, just as 
you would here. In Denmark, 
you'll bring flowers, a bottle of 
wine or a box of good chocolates 
for the hostess to show gratitude.” 
But, cautions Vestergaard, “in 
other countries they’ ll take offense 
at such gifts because they feel it is 
their honor to invite you.” 

International experience has 
taught Vestergaard a lot about how 
different cultural norms can affect 
business dealings. “I’ve been in sit- 
uations where you realize, Oh my 
god, I didn’t bring a gift,” he ad- 
mits. “And you know that it may 
damage the business meeting a lit- 
ae: 


Wiis recalls meeting 
with Polish businessmen visiting 
Scandinavia and being caught by 
surprise when the Poles presented 
courtesy gifts at the first meeting. 
“We had to scramble because we 
didn’t have anything.” 

The Danish engineering firm for 
which Vestergaard worked was ne- 
gotiating contracts throughout 
western and eastern Europe. It de- 
veloped a collection of gifts to be 
ready at a moment’s notice. ““We 
employed people who were skilled 
in collecting gifts so we were never 
caught short. We filled up on gifts. 
They were an important part of the 
luggage.” 

“My general advice is that it’s 
one of the important issues to con- 
sider,” he says. “Ask people who 
know the country.” For example, 
business people traveling to Japan 
can consult with the American 
Embassy’s trade department. “I’ve 
received some beautiful gifts in 
Japan. They even asked me what I 
wanted.” Knowing that the feelings 
of his Japanese hosts would be hurt 
by the refusal of a gift, Vestergaard 
requested some cloisonne enamel- 
decorated pieces. 

Before meeting with Japanese 
businessmen, Vestergaard finds out 
how many people will be in the 
delegation and what their ranks in 
the organization are. This is abso- 
lutely crucial in determining what 
gifts to give. “We would know that 
well in advance,” he says. “In other 
countries, I would not be so spe- 
cific.” 


I n Bulgaria, where he was in- 
volved in selling production instal- 
lations for the food and pharmaceu- 
tical industries, Vestergaard gave 
gifts that “had the value of curios- 
ity, a pocket calculator or a pocket 
knife — not to pave the way, but as 
a custom.” 

In both Bulgaria and the Soviet 
Union, he adds, “We often found 
ourselves negotiating with women 
purchasing agents.” A gift of jew- 
elry could be too personal, so Ves- 
tergaard and his colleagues gave 
mementos that were “mostly neu- 
tral — pens, pencils, calculators.” 

“You have to be careful about 
giving flowers. In Europe there are 
specific meanings to flowers. In 
Belgium yellow mums are a fu- 
neral flower. Ask the people at the 
flower shop. You can always use 
the local people to help you, espe- 
cially if they can sell you some- 
thing.” 

To those who are uncomfortable 
with business-related courtesy 
gifts, Vestergaard advises “if you 
don’t like the odor of the bakery, 
leave it.” Of course, he acknowl- 
edges, ““when you go to extremes, 
the line between gift and bribe be- 
comes blurred. When I have been 
asked to give money I have always 

-fused. 


“The gift has to be appropriate 
for the person you’re meeting with 
and appropriate to the situation,” 
he says, adding that “finesse is part 
of the art negotiating anyway. You 
don’t feel totally comfortable 
doing it because it isn’t your 
custom. The best advice is to listen 
to local contacts. It can be as impor- 
tant that you treat people well and 
show the proper respect.” 

In both gift giving and deal mak- 
ing, says Vestergaard, “You have to 
find out who is making the deci- 
sions and where he is in the hierar- 
chy. That is where Americans have 
no patience. You are not dealing 
with a one-person decision maker, 
you are dealing with a consensus, 
especially with the Japanese. That 
is why you have to come back 
again and again.” 


“You'll have a present with you, 
especially for the leader and two or 
three of his staff,” agrees Svein A. 
Borgersen, a native Norwegian and 
president of Princeton Global 
Technology of 94 Washington 
Street in Rocky Hill, a developer of 
bi-direction trade agreements. “It 
doesn’t have to be expensive. It’s a 
nice thing to do, the Japanese ex- 
pect it, and they do it for you. 

“This is a cultural thing,” 
Borgersen adds. “It has no impact 
on getting preferred treatment. 


Gracious Recipient: Part of the gift game is know- 
ing when to accept, and when to decline, says Ves- 


tergaard of Scanmark. 
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Money is not accepted. Except in 
the Third World.” 

Some culturally approved gift 
giving is notable for being between 
strangers and not holiday related. 
And invariably the “gifts” are in 
cash. The middle-eastern term is 
baksheesh, from the Persian 
bakhsidan, “to give” and the more 
ancient Sanskrif bhajati, “he al- 
lots”. Baksheesh means tip, gratu- 
ity or alms. It has become synony- 
mous with the greasing of palms to 
lubricate movement of everything 
from simple deliveries to major de- 
cisions. 


Some westerners complain 
that baksheesh is simple bribery. 
Others contend that it is a centu- 
ries-old custom by no means lim- 
ited to the Middle East or even the 
Third World, and, if it is an evil, it 
is a necessary evil of doing busi- 
ness Overseas. 

“Some companies have had to 
put money in their budget to get 
things to the market place,” says 
Borgersen. “It happens where peo- 


ple are not earning much, espe- 
cially those working in govern- 
ment. If you agree with this, you 
may decide that business is done 
(there) this way. If not, you don’t 
get into that market. What manage- 
ment has to do is to make that de- 
cision up front. 

“You have different countries 
who look at doing business in dif- 
ferent ways than we do. Before you 
jump in, you have to realize this. 
You need people who can under- 
stand the differences and are able 
to have inner standards of morals.” 

Of the Japanese deal makers in 
China, he observes, “Some people 
might say it’s a good deal if you did 
it with a scooter and not with a car.” 

Borgersen advocates a middle 
view that maintains personal ethics 
without rejecting other countries’ 
cultural norms. “You have to verify 
that this wouldn’t be a conflict with 
the law in the United States, that 
ihis is a custom in those countries 
and it is not a cash payment.” If 
gifts are given, “then it’s part of the 
overall strategy and has to be part 
of the budget. It’s open to anyone 


to examine.” 

“T have bought presents for good 
friends up to $100 or $200. You 
don’t go above that because “it 
doesn’t make sense. If you do, you 
don’t know if it’s going to work.” 

There are purely practical rea- 
sons not to give bribes, he says. “I 
don’t want to do business with 
bribe takers. I know it’s not going 
to work out later. I won’t be able to 
trust them.” 

Perhaps a saying popular among 
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Borgersen’s Viking trader ances- 
tors offers good guidance. As the 
ancient text The Havamal coun- 
sels, “No need to spend too much 
— with a small loaf and a half- 
drained jug, oft have I won me a 
friend.” 8 


Foreign Intelligence: 
Give Gifts, Not Grief 


BI cciccing what to give or 
how to entertain a foreign business 
contact? No problem. Entertain- 
ment and gift giving are topics cov- 
ered in International Business In- 
teracts, a 26-country series 
produced by SheriSen Interna- 
tional of Mountain Lakes. 

Chapter headings include busi- 
ness protocol, negotiating, super- 
vising and the role of women in 
business. Says SheriSen president 
Sondra Sen, “They useful both for 
people traveling abroad or meeting 
with people of different back- 
grounds here in the United States.” 

Berlitz International does lan- 
guage classes and cross cultural 
orientations for corporations who 
are sending personnel overseas. 
Antoinette Moon, northeast region 
training director for Berlitz, Wash- 
ington, D.C., is frequently asked 


about gifts in these session. “It’s a 
very important part of doing busi- 
ness Overseas,” Moon says. 

“In the Arab world it is abso- 
lutely the norm. When Arabs come 
here, they will have a suitcase full 
of gifts from their country — small 
ashtrays, little vases, silver-plated 
plates or boxes. But when Ameri- 
cans go overseas, the problem is 
this country doesn’t have anything 
culturally specific.” 

In order not to be melted down 
by the melting pot effect, Moon 
recommends gifts with American 
sports team or city logos, such as 
baseball caps and T-shirts. Coffee 
table picture books of your city or 
state are more elegant ways to ap- 
peal to the same fascination many 
foreigners have with America. 

In general, it is not wise for a 
man to give a gift to the wife of a 
foreign businessman, says Moon, 
but gifts for children can be most 
welcomed, especially in the Third 
World. Although America is be- 
coming an increasingly smokeless 
society, smoking is still popular 
elsewhere and American cigarettes 
are greatly appreciated. 

Some thoughtful gifts in Amer- 
ica send the wrong message over- 
seas. “In France, it is very inappro- 
priate to bring wine,” says Moon. 
“It would be like bringing milk to 
dinner here. Nice chocolates would 
be better. You have to be careful 


‘‘The power of a book as 
a gift is that inevitably it's 


interpreted as 


a personal 


sift, an attentive gesture in 


recognition of someone's 
personal interest. 


‘Our staff is adept at 
matching a book toa profile. 
If they have an interest we 


have a book. 


‘Dollar for dollar, the 
way in which a book reflects 
back on the giver far out- 
weighs the impact of a cheese 
board or some other gizmo.” 


- Bob Ipsen 
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with flowers. Chrysanthemums, 
for example, are a funeral flower in 
France.” 

Elaine C. Robertson of Forrestal 
Travel, 103 College Road East, 
recommends the Weissmann 
Travel Report as a general guide. 
Produced by Travel Report Associ- 
ates, L.P., of Austin in a three-ring 
binder format, the Weissmann is 
geared to tourists, but there is a lot 
of valuable information for the 
business person. 

For example, from Weissmann 
we learn this about Saudi Arabia: 
“Don’t feel obliged to give a gift to 
a Saudi businessman, but if you 
want to give him something, co- 
logne makes a nice present. Under 
no circumstances give alcohol or 
any representation of women (pho- 
tos, sculpture, etc.) — these are 
prohibited by Islamic law. 

“Do compliment generally 


Moscow Man: Zeiger’s gifts to the Russians 
range from lifesavers to a Western restaurant. 


PORE I ORL AP NR HER SESE LANDA TELE LIED DEL LANE AL LANETE ELECT 


(‘You have a nice house’) but avoid 
specifics (‘What a nice vase!’) or 
your host may give you what you 
admire. Don’t refuse a gift — to do 
so is very offensive — and accept 
(and give) gifts with your right 
hand only ... Don’t be afraid to talk 
about your family to Saudi busi- 
ness associates — it will indicate 
your stability to them ... don’t be 
surprised (or offended) if other 
business people sit in on ‘your’ 
meeting and take care of their busi- 
ness.” 

Of Japan: “If someone has been 
especially helpful, a small gift will 
be appreciated (don’t be discour- 
aged if they refuse it, even twice — 
they’re just being courteous. Offer 
it a third time).” 

Egypt: “It’s considered bad 
manners to refuse an invitation, 
[but] acceptance of such an invita- 
tion [to a private home] may obli- 
gate you to spend more time with 
them than you wish. If you want to 
refuse an invitation but not offend, 
you must be prepared with a good 
excuse! If you do go to someone’s 
home, bring a gift along.” 

“Baksheesh is a word every vis- 
itor hears within an hour of arrival. 
[It is} usually a justified request for 


a tip for services rendered; But 
there is a gray area, where a request 
for baksheesh is a request for a 
bribe to get something done that 
you feel shouldn’t require addi- 
tional remuneration ... bear in mind 
that such bribes are not considered 
to be seriously wrong in Egyptian 
culture. Decide for yourself 
whether you feel the request is jus- 
tified.” 

South Korea: “Don’t be late for 
prearranged meetings and events. 
Koreans are punctual and expect 
you to be.” Iraq: “Don’t show up at 
an Iraqi business associate’s office 
without an appointment, but even 
with an appointment, don’t be sur- 
prised if your host is late.” Note — 
Getting appointments with Iraqi 
businessmen seems to be more dif- 
ficult than ever these days. 
Weissmann updates its reports as 
political situations change. 

China: “Among the best gifts to 
give Chinese friends are little metal 
lapel pins of the Chinese flag 
crossed with the flag of your coun- 
try; they’re cheap and available in 
many souvenir stores.” Presum- 
ably a color television set or motor 
scooter is still more of an attention 
grabber. Richard D. Smith 
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Ultimately the Corporate Gift of the ’90s... 
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The Stars Are Out Tonight 
See our exhibit at the 

U.S. 1 Corporate Gift Showcase 1990 
Tuesday, September 18th 5-8 pm 
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THE IMPROVED 
CORPORATE IMAGE 


Put Confidence in your 
employees pocket... not just 
for that special occasion but 
forever. 


Personal image consultants 
offering custom tailored gift 
packages to suit company's needs. 


Appointments Available for: 
Corporate Seminars 

Groups (2-5) 

Private Consultations 

‘Social Groups 


Dressing for Success 
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Accessorizing advice 
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STOP! 


BEFORE YOU PLAN ANY CORPORATE SKI TRIPS 


CALE 


BANCHI OUTDOORS 
THE RECREATION AND LEISURE ACTIVITIES PROFESSIONALS 


To discuss with them their customized ski programs for 2 people and up, which include: 


SUGARBUSH 


U Drive Programs Include: 

¢ 2 nights lodging (Hotel/Condo) 

¢ 2 day lift ticket, 2 mountains 

¢ Sugarbush shuttle service included 
¢ Services of on-site staff 

¢ All taxes 

From $125 per person 


Ski Weekend - Round trip motor coach 
( convenient local pick ups available ) 
Program Includes: | 

¢ 2 nights lodging (Hotel/Condo) 

° 2 day lift ticket for Sat. and Sun. 

¢ Sugarbush shuttle service included 

¢ Discount on lesson and rental options 
¢ Service of the on-site staff 

¢ All taxes 

From $199 per person 


JACK FROST BIG BOULDER 


Deluxe Condo Lodging and Lifts 
Program Includes: 

« 2 night condo lodging slopeside or lakeside 
° 2 day lift ticket, 2 mountains 

¢ All taxes 

From $129 per person 


OTHER AREAS FOR U DRIVE 
AND BUS PROGRAMS: 
STOWE, SMUGGLER'S NOTCH, MOUNT SNOW, 


BLUE MOUNTAIN 


HOLIDAY, EARLY AND LATE SEASON 
SPECIALS AVAILABLE. 
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_ ALL PRICES ARE BASED ON FULL UNIT OCCUPANCY 


KILLINGTON 


U Drive Program 

¢ 2 nights lodging (Hotel/Condo) 

¢ Six mountain ski lift pass Sat. and Sun. 

¢ Free shuttle to lifts; shuttle to night 
spots for small fare 

¢ Discounts on ski lessons and rentals 

¢ Free lessons when you rent skis 

¢ Services of on-site staff 

¢ All taxes 

From $159 per person 


Ski Weekend - Round trip motor coach 

( Convenient local pickups available) 

Program Includes: 

¢ 2 nights lodging (Condo) 

¢ Six mountain ski lift pass Sat. and Sun. 

* Free shuttle to lifts; Shuttle to night 
spots for small fare 

¢ Discount on ski lessons and rentals 

¢ Free lessons when you rent skis 

* Services of on-site staff 

¢ All taxes 

From $199 per person 


U.S. FLY AND SKI TRIPS 


BRECKENRIDGE, COLORADO 
From $699 per person 


PARK CITY, UTAH 
From $699 per person 


JACKSON HOLE, WYOMING 
From $725 per person 


EUROPEAN FLY AND SKI TRIPS 


INNSBRUCK, AUSTRIA 
From $869 per person 


BANCHI OUTDOOR ADVENTURE, INC. 
(609)581-1222 (201)560-8549 
FAX (609)3581-8087 
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Your Occasion Lends Itself To 
Our Imagination 


From $15 to the keys of a new Rolls Royce 


THE Not Just Baskets 
Corporate Gift Service: 
We analyze your current 
gift program, maximize 
the effectiveness of your 
gift giving dollar with: 


e Exceptional quality in service 
and selection 

e Heirloom quality gifts 

e One hour service available 


Corporate gifts for 
Baby Showers ¢ Farewells * Board of Directors Gifts 
Employees ¢ Clients ¢ Retirements 


Call for a free brochure: 609-936-1230 or 800-992-3302 Worldwide Shipping 
118 Main Street ¢ Forrestal Village ¢ Princeton Free local delivery 


We support our armed forces in the Middle East 
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PUTTERING 
AROUND 
FOR A GIFT? 


Our crystal Golf Bag with 
removable clubs and balls 
is the perfect gift for the 
golfer in your life 


From 


tie aes See our fine selection of briefcases. 


CRYSTAL 


Where Executives Shop 


Hours: Mon. - Wed., Sat. 10-7 
Th.-Fri. 10-9, Sun. 12-5 116 Stanhope Street 


609-520-8780 Princeton Forrestal Village 


